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ABSTRACT 
 
The study examined how the self-systems of 
users of the social networking website Facebook 
(where a self-system comprises four 
elements—self-efficacy, self-assertion, social 
presence, and self-esteem) and intensity of use 
affected the above mentioned social relations and 
the social capital effect. The study also found that 
bridging and bonding social relationships are 
mediated by Facebook users’ self-systems and 
social capital effects. The study’s findings 
provide potentially significant implications that 
can be used to develop guidelines and a 
framework for assessing SNS users’ behavior. 
 
Keywords: SNS, Facebook, Self-System, Social 
Capital. 
Introduction 
Relationships with others are important 
both for generating offline benefits—most 
commonly, social capital—and for psychological 
development in young people [1]. Maintaining 
friends through SNSs allows users to engage in 
social activities as well as to build social capital 
in online settings [2,3]. Many researchers have 
investigated the meaning of communication and 
relationships in the context of online networking 
sites. Recently, major journals have published 
special issues regarding social media, SNSs (e.g., 
blogs and SNS and online communities), social 
capital, and the relationship between user 
behavior and communication technologies. 
Related articles have focused on the social and 
psychological impact of social media and SNSs 
[1,3,4], but research on the relationship between 
the self-systems of SNS users and the building of 
social capital is insufficient. Therefore, this study 
will attempt to explore how individual SNS users’ 
self-systems (based on self-efficacy, 
self-assertion, social-presence, and self-esteem), 
when considered in conjunction with intensity of 
use, influence social capital building. The study 
also investigates whether specific types of social 
relationships that are established through SNS 
use mediate social capital effects. 
Furthermore, few empirical studies have 
attempted to build a theoretical model that 
explains individual SNS users’ self-systems as a 
factor affecting social relationships and 
moderating social capital effects. Thus, the goals 
of this study are: 1) to understand how the 
structure of individual Facebook users’ 
self-systems affect social relationships and 
mediate social capital effects, and 2) to suggest a 
model that explains the relationship between such 
self-systems and social capital. An investigation 
of the relationship between user self-systems and 
the building of social capital will help provide 
valuable data to support a theory of social 
networking sites. 
 
Theoretical background  
Social Capital and Social Network Sites 
The term social capital is widely used in 
social science. The study of social capital has 
focused on individual social relationships as well 
as on how the use of mass media influences an 
individual’s relationships with others and with 
society as well as social trust. Lin defines social 
capital as an investment in social relations on the 
part of individuals through which they gain 
access to embedded resources to enhance 
expected returns on instrumental or expressive 
actions [5, p.35]. Social capital complements the 
concepts of economic capital and human 
resources by incorporating the role of social 
relations. 
SNSs might help individuals create and 
maintain social capital because the technical and 
social affordances of SNSs enable interaction, 
and therefore reciprocity, within a larger network 
of social connections [6,p.246].SNSs might not 
increase the number of strong ties that people 
have, but the SNS technology supports the 
formation and maintenance of weak ties, 
increasing what is known as the bridging social 
capital of its users [7]. Putnam has distinguished 
between bridging and bonding social capital [8]. 
Bridging social capital comprises loose 
connections or weak ties between individuals, the 
thin and impersonal trust that we develop with 
strangers with whom business or social 
engagements bring us in contact. Bonding social 
capital refers to close relationships in which 
emotional support is exchanged in the context of 
dense, multi-functional ties that are capable of 
bringing heterogeneous groups together in 
meaningful or productive interactions [2,3,9]. In  
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the light of this distinction, this study attempts to 
investigate the relationship between SNS users’ 
self-systems and both bridging and bonding 
social relationships in general and social capital 
in particular. 
Social capital effects are social 
relationships and related resources that are made 
available through social networks. Social capital 
effects fall into two categories, social-level social 
capital and individual-level social capital [8,10]. 
Social-level social capital builds on social trust, 
networking, social norms, and a spirit of 
community. Shah et al., divided social capital 
effects into relationships based on civil 
involvement and relationships based on 
interpersonal trust [10]. People acquire 
psychological resources such as social 
acknowledgment and a sense of belonging 
through building social capital. Thus, trust and 
reciprocity, as psychological resources, play 
important roles that merit investigation in order to 
better understand how social capital effects 
generate individual-level social capital. 
Reciprocity, which is an important factor in 
determining the quality of social networking 
connections among members of a community, 
involves emotional support and a feeling of 
sharing and belonging among members of a 
specific networking chain [11]. Beaudoin and 
Thorson studied the relationship between the use 
of mass media, social capital, and social 
participation, finding that social capital is closely 
related to social participation as a pro-social 
behavior [12]. Based on these studies, the present 
study regards social trust, reciprocity, and social 
participation as key factors in generating social 
capital effects. 
 
Self-systems (Self-efficacy, Self-assertion, 
Social-presence, Self-esteem) and Intensity 
To understand what a self-system is, it is 
necessary to understand the concept of the self 
and analyze it into its various elements. Many 
trace the origin of the modern concept of the self 
as a psychological construct to the work of 
William James in the 1890s. James, a 
psychologist and philosopher, claimed that the 
self involves ‘anything that one owns,’ analyzing 
the concept to include the ‘I: self as a knower,’ or 
the pure self, and the ‘me: self as known,’ the 
empirical self. Although these concepts have 
been superseded as psychology has matured, the 
distinction between the self as the subject of 
cognition and the self as the object of cognition 
remains useful [13].  
Employing such a self-concept, people 
can examine and evaluate themselves and 
everything they own objectively. This awareness 
supports the formation of a personality based on 
consistency of the self-concept and behavior. 
Consistent behavior facilitates the development 
of self-esteem and predictability in interactions 
with other people [14]. Along with self-esteem, 
other key components of a self-system embody 
one’s views of the self and one’s standards or 
aspirations for oneself [15-17]. According to 
Dubois et al., a self-system comprises four 
elements, including self-esteem, self-description, 
standards for self-evaluation, and self-value [15]. 
Across the relevant literature, self-efficacy [18], 
self-assertion [19,20], and social-presence [21] 
have also been identified as elements of the 
self-system. 
The evaluation of the self that forms the 
basis for self-esteem has been viewed as resulting 
from (a) an individual’s appraisal of the 
descriptive content of the self relative to (b) the 
individual’s internal standards or aspirations [15, 
p.14]. Self-esteem is thought to include faith in 
the self and feelings of self-worth, and reflects 
one’s overall emotions and attitudes towards the 
self [22,23]. Bandura defined self-efficacy as the 
judgment of one’s ability to execute a particular 
behavior pattern [24, p.240]. Self-efficacy has 
been used as a theoretical framework in 
communication studies because it is closely 
associated with work-related performance, 
helping to explicate the relationship between 
self-efficacy and adaptability to new technology 
and mass media user behavior [18,25]. Garrison, 
Anderson, and Archer defined a factor termed 
social-presence in this study as the ability of 
participants in a Community of Inquiry to project 
their personal characteristics onto the community, 
thereby presenting themselves to other 
participants as real people [26, p. 89]. Dunlap and 
Lowenthal pointed out that this theory took on 
new importance with the rise of 
computer-mediated communication (CMC) and, 
later, online network analysis [21]. 
Self-assertion refers to one’s feeling, 
desire, or need to express oneself to others 
[19,27]. Bolton compared listening and 
self-assertion to the negative and positive of 
communication [20]. Self-assertion combined 
appropriately with listening helps one to maintain 
ideal relationships with others. People with 
higher self-assertion develop self-value as well as 
the ability to help others express themselves in 
the course of developing relationships.  
Intensity refers to amount and frequency 
of mass media use. When applied to Facebook, 
intensity has been called Facebook intensity [1]. 
In the present study, the self-system construct, as 
indicated in the aforementioned studies, is 
regarded as a function of one’s self-efficacy, 
self-assertion, social-presence, and self-esteem. 
The study then takes into account the factor of 
intensity, especially Facebook intensity, to study 
the effects of Facebook use and self-systems on 
social relationships and social capital. 
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Hypotheses 
SNS Users’ Self-systems and Bridging and 
Bonding Social Relationships 
 Various factors related to self-systems have 
been employed in the literature on 
communication and consumer behavior. One 
self-system element is self-efficacy, which has 
been used mainly to explain the behavior of mass 
media users, such as, for example, the acceptance 
of information technology [28]. Self-efficacy 
plays an important role in determining user 
behavior [28]. Straub argued that self-efficacy is 
always a forward-thinking factor pertaining to 
judgments based on beliefs about personal 
capabilities [29]. It is not to be confused with 
self-esteem. The development of self-efficacy is 
thought to include the following factors: mastery 
experience, vicarious experience, verbal 
persuasion, and psychological and affective 
states [24, 29]. Some research has found that 
self-efficacy plays a critical role in influencing 
post-outcome behavior [29]. These studies of 
self-efficacy provide one of several theoretical 
perspectives suggesting that both bridging and 
bonding social relationships function as basic 
determining factors in building social capital. 
 The self-assertion construct was developed 
by Wolpe and Lazarus [30]. Wolpe defined 
self-assertion as one’s feeling of being able to 
express oneself to others without interpersonal 
anxiety [27], and it has been characterized in 
social psychology as behavior involved in 
expressing intimacy as a strategy for maintaining 
interpersonal relationships [31]. Self-assertion is 
generated in proportion to the degree of intimacy, 
response, and commitment to others that one feels 
[32]. Thus, self-assertion is significantly affected 
by aspects of a person’s relationship with others. 
 Short et al. refer to social-presence is a key 
to understanding face-to-face communication as 
well as one of the most important perceptions 
involved in social circumstances [33]. Rice 
pointed out that social-presence stems from 
interaction with others, so it applies to the present 
research because SNSs are characterized by 
two-way communication and interactivity [34]. 
Dunlap and  Lowenthal pointed out that Twitter 
seems to provide an additional means for 
enhancing social-presence [21] because Twitter 
is a multiplatform Web 2.0 tool—part social 
networking site, part microblog—that is freely 
accessible on the Internet [35]. 
 Straub et al. describe social-presence 
theory as a means of explaining how social 
context affects media use [29]. Social-presence 
theory argues that users of media assess the 
degree of social-presence required by the task 
and fit it to the medium, that is, to the way in such 
a medium enables a communicator to experience 
communication partners as psychologically 
present [33,36]. High social-presence is typically 
found in face-to-face communication whereas 
low social-presence is often found in e-mail and 
paper-based mail [37]. 
Self-esteem, the manner in which an 
individual evaluates self-characteristics relative 
to the perceived characteristics of peers, is a 
crucial variable for understanding identity 
development, and underpins the development of 
mental health adjustments [38, p.82]. Self-esteem 
refers to typical attitudes and affections towards 
oneself. It involves confidence, whether one sees 
oneself as trustworthy, and negative or positive 
evaluations of one’s value [39]. Steinfed et al. 
found that SNSs help people with lower 
self-esteem to engage with others outside of their 
close personal networks. Self-esteem is therefore 
closely related to SNS user behavior [6]. 
Middleton and Leith argued that 
intensity in the use of SNSs should be measured 
along two dimensions: frequency of use and 
hours of use. Longevity of usage is also of 
interest in exploring engagement with Facebook 
[40, p. 6]. Steinfed et al. found that Facebook use 
positively influences bridging social capital 
based on their finding that Facebook use has 
significant predictive power regarding the 
generation of bridging social capital using online 
social networking websites [6]. Therefore, it is 
possible to assume that the components of 
self-systems affect bridging and bonding social 
relationships as well. 
The foregoing review of the literature 
and theoretical constructs pertaining to 
self-systems and the use of SNSs provides the 
framework within which this study examines 
how the elements of self-systems affect social 
relationships and social capital effects as well as 
how the addition of intensity as a factor plays into 
these relationships. Focusing on self-systems first 
and applying the study to Facebook use yields the 
following set of hypotheses: 
 
H1: When using Facebook, the higher the 
self-efficacy, the stronger the bridging social 
relationships (H1-1) and bonding social 
relationships (H1-2). 
H2: When using Facebook, the higher the 
self-assertion, the stronger the bridging social 
relationships (H2-1) and bonding social 
relationships (H2-2). 
H3: When using Facebook, the higher the 
social-presence, the stronger the bridging social 
relationships (H3-1) and bonding social 
relationships (H3-2). 
H4: When using Facebook, the lower the 
self-esteem, the stronger the bridging social 
relationships (H4-1) and bonding social 
relationships (H4-2). 
H5: When using Facebook, the higher the 
intensity of Facebook use, the stronger the 
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bridging social relationships (H5-1) and bonding 
social relationships (H5-2). 
 
SNS and Social Capital Effects 
  Social networks are critical to human 
psychological well-being; this principle has been 
well documented and remains relevant to 
researchers today [41]. SNSs are designed to 
foster social interaction in a virtual environment 
[42, p.228]. An SNS provides web-based services 
that allow individuals to construct publics, that is, 
groups of people with whom they are not 
otherwise acquainted who willingly interact with 
them over the Internet [43, p.211]. A social 
network is a configuration of people connected to 
one another through interpersonal means, such as 
friendship, common interests, or ideas [44, p.13]. 
SNSs provide easy-to-use tools with which 
current users can invite others to join a network. 
Typical SNSs allow a user to build and maintain a 
network of friends for social or professional 
interaction. The core of an SNS consists of 
personalized user profiles [45, p.92].  
 Social capital theory has been long applied 
in computer-mediated environments to explore 
SNS user behavior. Social capital is described as 
the resources that are created in social networks 
and relationships between people that provide 
value or benefits for individuals participating in 
the network and for their relationships [3, p. 644]. 
Putman suggested that there are two types of 
social capital, bridging and bonding social capital 
[8]. Bridging social capital is characterized by 
loose connections between individuals linked by 
“weak ties,” whereas bonding social capital is 
characterized by very close relationships linked 
by “strong ties” [9]. Differences in SNS users’ 
self-systems might affect the two types of social 
relationships. 
Putman emphasized trust, civic 
engagement, and participation as playing critical 
roles in building social capital [46]. To 
investigate the relationship between the use of 
SNSs and social capital building, the following 
elements should be considered: trust, social 
participation, and reciprocity [10,11,47]. These 
factors play an important role in bridging and 
bonding between people using SNSs. 
In summary, the present study 
investigates the relationship between SNS user 
behavior and social capital effects. Likewise, it 
can be hypothesized that social capital effects, 
which are characterized by trust, social 
participation, and reciprocity, affects both types 
of social capital. 
 
H6: When using Facebook, bridging social 
relationships (H6-1) and bonding social 
relationships (H6-2) will mediate the relationship 
between user self-systems and social capital 
effects. 
 
 
Figure 1 Suggested Research Model 
 
Research methodology 
This study takes an empirical approach 
as it attempts to analyze the relationship between 
the exogenous variables related to SNS users’ 
self-systems and the endogenous variables 
related to social capital effects. Bridging and 
bonding social relationships are used as 
moderating variables. 
 
Sampling and Data Collection 
The population of this study was 
identified by convenience samples among 
Facebook users, with almost every participant 
working in a business-related field. The purpose 
of the randomly collected sample was to capture 
representative consumer segments and to avoid a 
demographically homogeneous sample. The 
questionnaires were distributed to the public 
personally, through a research assistant. 
Three hundred and six users out of the 
400 contacted returned the study questionnaire. 
The response rate was therefore satisfactory, at 
77%. The sample respondents consisted of 156 
men and 150 women, with 316 questionnaires 
being administered for the study. The eventual 
analysis included 306 respondents because 10 
questionnaires were deleted due to the high 
number of missing values or lack of Facebook 
use.  
 
Instrument Construction 
Exogenous Variables 
To measure the role of the self-system, 
the variables were self-efficacy, self-assertion, 
social-presence, and self-esteem. The other key 
variable was intensity.  
Self-efficacy. Three items were selected 
based on factor loadings, item total correlation, 
and item difficulty, while maintaining a 
multi-faceted scale. Participants had to 
check-mark their agreement with the following 
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statements: 1) I get used to new technology and 
products very well 2) I think that my ability to 
adopt new technology is greater than that of 
others and 3) I am able to understand the function 
of new technology and use it effectively.  
Self-assertion. Four items were selected 
to measure self-assertion: 1) I’d like to publish an 
essay on the use of SNSs or talk about it with 
others, 2) I often suggest or give my opinion 
about social issues on SNSs, 3) I share my 
knowledge and experience with others using 
SNSs, and 4) I like to express my opinion about 
important issues through messenger boards, 
billboards, or e-mail on SNSs.  
Social-presence. Three items were 
selected to check-mark agreement with the 
following statements: 1) I feel the warmth of 
others when I am using Facebook, 2) I intend to 
converse warmly when I am using Facebook, and 
3) I felt a sense kinship with others when I am 
using Facebook.  
Self-esteem. The items used to measure 
self-esteem were as follows: 1) I think my friends 
are better than me, and 2) I am just as smart and 
competent as others are, and 3) I sometimes feel 
like I am worthless.  
Intensity. The items used to measure 
intensity were as follows: 1) Facebook has 
become part of my daily routine, 2) I feel out of 
touch when I haven’t logged onto Facebook for a 
while, and 3) I feel I am part of the Facebook 
community.  
Endogenous Variables 
Bridging social relationships. Three 
items were used to measure bridging social 
relationships: 1) I have the chance to meet people 
who live in different areas through using SNSs, 
2) I have the chance to meet people from a 
different socioeconomic background through 
using SNSs, 3) I have the chance to meet people 
who live in the same local community through 
using SNSs.  
Bonding social relationships. Three 
items were used to measure bonding social 
relationships: 1) I have the chance to meet people 
who belong to an organization I belong to 
through using SNSs, 2) I have the chance to meet 
people who live in the same local community 
through using SNSs, 3) I have the chance to meet 
people or members of organizations who have the 
same beliefs or common interests through using 
SNSs.  
Social Capital Effects. The 
components of social capital effects in this study 
were analyzed into three subordinate concepts: 
trust, reciprocity, and social participation. Social 
capital effects were measured in reference to nine 
items eliciting respondents’ opinion about trust, 
reciprocity, and social participation: 1) 
believability, 2) trustworthiness, 3) fairness for 
trust, 4) strong solidarity, 5) fellowship, 6) a 
sense of comradeship for reciprocity, 7) intention 
to participate in a non-profit organization, 8) 
intention to participate in a civic organization, 
and 9) intention to participate in a social 
organization or political party. Items were scored 
on a 5-point Likert scale with 1 indicating 
“strongly disagree” and 5 indicating “strongly 
agree.” 
 
Data analysis 
The aim of this study was to investigate 
the relationship between SNS users’ self-systems, 
bridging/bonding social relationships, and social 
capital effects. In order to verify the hypotheses, 
demographic data were analyzed using a 
statistical package, SPSS 15.0, and Covariance 
Structure Analysis was conducted using EQS6b 
and MLE (Maximum Likelihood Method). 
 
Assessment of the Self-system and Social 
Capital Measurement Model 
This study carried out required 
procedures for building a structural equation 
model and assuring model goodness of fit. For 
example, normality and sample adequacy were 
examined according to the standards of 
evaluation of measurement models suggested by 
Hair et al. [48], according to which mean of 
skewness and kurtosis should fall within the 
range of ±1.96, which this study satisfied. 
 According to Hair et al. [48], a 
measurement model should be evaluated for 
convergent validity and discriminant validity. 
This study assessed convergent validity using 
Cronbach’s alpha, following Bagozzi and Yi [49] 
and Hair et al. [48], and composite construct 
reliability and AVE (Average Variance 
Extracted) following Fornell and Larker [50]. 
Discriminant validity was assessed by comparing 
the correlation of components to AVE. 
 As seen in <Table 1>, the Cronbach’s alpha 
mean for all concepts is above 0.7. According to 
Nunnally, the Cronbach’s alpha mean should be 
0.6 or higher, so in this respect this study has 
sufficient reliability [51,52]. The study’s AVE 
also satisfied the standard of 0.5 of AVE 
suggested by Bagozzi and Yi and Hair et al., 
which means the measurement indexes exhibit 
convergent validity [48,49]. 
 
 Items α  C.R AVE 
Self-Efficacy 3 .897 .980 .762 
Self-Assertion 4 .892 .970 .649 
Social-Presence 3 .794 .972 .749 
Self-Esteem 3 .761 .972 .786 
Intensity 3 .825 .966 .775 
Bridging-SR 3 .870 .974 .846 
Bonding-SR 3 .840 .973 .798 
Social Capital 9 .823 .979 .666 
Table 1 Internal Consistency of the Constructs 
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 In order to verify discriminant validity, the 
AVE of each of the two potential factors was 
compared with the square of the correlation 
between the two potential factors. In this study, 
the means of the squares of the correlation 
coefficients (r²) are smaller than AVE. Fornell 
and Larker suggested that AVE should be larger 
than the means of the squares of all correlation 
coefficients [50]. The extracted AVE is 
between .666 and .846, and the means of the 
squares of the correlation coefficients are 
between .004 and 592, which results in an AVE 
that is larger than the means of the squares of the 
correlation coefficients (r²). This also ensures the 
discriminant validity that is required for research 
hypotheses model verification. It also means the 
data collected for the verification ensure 
discriminant validity. 
 Model goodness of fit was verified using 
the measurement variables that were subjected to 
assessment of reliability, convergent validity, and 
discriminant validity. χ²=449.3, df=357, and 
p=.000, CFI=.983, GFI=.914, AGFI=.881, 
NFI=.925, NNFI=.978, SRMR=.051, 
RMSEA=.029. This is an acceptable goodness of 
fit considering the measurement of the structural 
equation model, which means that the 
measurement methodology of this study is 
sufficiently reliable. 
 
Tests of Hypotheses 
 The structural equation model was used to 
verify the hypotheses associated with the 
proposed model. Goodness of fit is considered 
acceptable considering the measurement of the 
structural equation model. As proved previously, 
the research model hypotheses for this study 
satisfy the advised base values. The goodness of 
fit of the model hypotheses yielded 
χ²=(340)=525.9, CFI=.966, NFI=.912, 
NNFI=.954, GFI=.899, AGFI=.853, 
SRMR=.126, RMSEA=.042, which means that 
the model’s goodness of fit satisfies the advised 
base values. The model tends to be selected even 
though it does not satisfy the requirements 
because the structural equation model is likely to 
be sensitive to sample size, which applied to 
hypothesis verification in this study as well. Thus, 
the assumptions remained within acceptable 
boundaries. 
 
 
Figure 2 Results of Suggested Research Model 
with path Coefficients 
 
Path Std. Error 
Standardized 
(Unstandardized ) 
Coefficient 
Self-Efficacy ->  
Bridging-SR .062 .093**(.113), z=1.834 
Self-Assertion ->  
Bridging-SR .071 .313***(.380) 
Social-Presence -> 
 Bridging-SR .085 .177***(.276) 
Self-Esteem ->  
Bridging-SR .067 -.098***(-.139) 
Intensity ->  
Bridging-SR 
.051 .269***(.262) 
Self-Efficacy-> 
Bonding-SR .062 .156***(.178) 
Self-Assertion ->  
Bonding-SR .067 .224***(.255) 
Social-Presence -> 
 Bonding-SR .085 .177***(.259) 
Self-Esteem -> 
 Bonding-SR .066 -.023(-.030) 
Intensity -> 
 Bonding-SR .049 .323***(.296) 
Bridging ->  
Social Capital 
Effects 
.037 .472***(.302) 
Bonding ->  
Social Capital 
Effects 
.041 .463***(.316) 
*** p<.05, **p<.07(marginally significant) 
Table 2 Results for Hypotheses 
 
Hypothesis 1 was that, when using 
Facebook, the higher the self-efficacy, the 
stronger the bridging social relationships (H1-1) 
and bonding social relationships (H1-2). This 
hypothesis was supported, the results suggesting 
that self-efficacy is positively related to bridging 
and bonding social relationships. Both of these 
proposed paths were significant in the 
hypothesized direction (self-efficacy, with a 
standardized path coefficient for bridging and 
bonding social relationships: γ= .093, p< .07 for 
H1-1, marginally significant; γ= .156, p< .05 for 
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H1-2). Thus, both hypotheses H1-1 and H1-2 
were supported. 
 Hypothesis 2 was that, when using 
Facebook, the higher the self-assertion the 
stronger the bridging social relationships (H2-1) 
and bonding social relationships (H2-2). 
Hypothesis was supported, the results suggesting 
that self-assertion is positively related to bridging 
and bonding social relationships. Both of the 
proposed paths were significant in the 
hypothesized direction (self-assertion, with a 
standardized path coefficient for bridging and 
bonding social relationships: γ= .313, p< .05 for 
H2-1; γ= .224, p< .05 for H1-2). Thus, both H2-1 
and H2-2 were supported. 
Hypothesis 3 was that, when using 
Facebook, the higher the social-presence the 
stronger the bridging social relationships (H3-1) 
and bonding social relationships (H3-2). 
Hypothesis 3 was supported, the results 
suggesting that social-presence is positively 
related to bridging and bonding social 
relationships. Both of the proposed paths were 
significant in the hypothesized direction 
(social-presence, with a standardized path 
coefficient for bridging and bonding social 
relationships: γ= .177(.276), p< .07 for H3-1, 
marginally significant; γ= .177(.259), p< .05 for 
H3-2). Confirmation of H3-1 was marginally 
significant, while confirmation of H3-2 was 
significant. Thus, both H3-1 and H3-2 were 
supported. 
 Hypothesis 4 was that, when using 
Facebook, the lower the self-esteem the stronger 
the bridging social relationships (H4-1) and 
bonding social relationships (H4-2). Hypothesis 
4 was partly supported, the results suggesting that 
self-esteem is closely related to bridging social 
relationships but not to bonding social 
relationships. The proposed path for self-esteem 
to bridging relationships was significant in the 
hypothesized direction (self-esteem, with a 
standardized path coefficient for bridging and 
bonding social relationships: γ= -.098, p< .05 for 
H4-1; γ= -.023, p> .05 for H4-2). The 
relationship proposed in H4-1 was significant, 
while that proposed in H4-2 was not statistically 
significant. Thus, H4-1 was supported but H4-2 
was not supported. 
Hypothesis 5 was that, when using 
Facebook, the higher the intensity of Facebook 
use the stronger the bridging social relationships 
(H5-1) and bonding social relationships. 
Hypothesis 5 was supported, the results 
suggesting that intensity is positively related to 
bridging and bonding social relationships. Both 
of the proposed paths were significant in the 
hypothesized direction (intensity, with a 
standardized path coefficient for bridging and 
bonding social relationships: γ= .269, p< .05 for 
H5-1; γ= .323, p< .05 for H5-2). Thus, both H5-1 
and H5-2 were supported. 
Hypothesis 6 was that, when using 
Facbook, bridging social relationships (H6-1) 
and bonding social relationships (H6-2) mediate 
the relationship between Facebook users’ 
self-systems and social capital effects. The 
hypothesis was supported, the results suggesting 
that bridging and bonding social relationships are 
positively affected by social capital effects. Both 
of these proposed paths were significant in the 
hypothesized direction (bridging and bonding 
social relationships, with standardized path 
coefficients for social capital effects: β= .472, 
p< .05 for H6-1; β= .463, p< .05 for H6-2). Thus, 
both H6-1 and H6-2 were supported. 
 
Conclusions and discussion 
This study investigated the relationship 
between Facebook users’ self-system component 
factors, social relationships, and social capital 
effects, using extant social capital theory and 
theoretical components of self-systems. The 
findings generally supported the hypotheses 
derived from the research model and previous 
empirical studies. This study also found that some 
elements of Facebook users’ self-systems played 
a critical role in accounting for the formation and 
strength of bridging and bonding social 
relationships. The study also suggests that both 
types of social relationship are mediated when 
social capital effects are combined with 
self-systems. 
To summarize the hypotheses tested in 
this study, self-efficacy had a positive influence 
on bridging and bonding social relationships, 
although the path coefficient of self-efficacy on 
bonding social relationships is higher than the 
corresponding path coefficient on bridging social 
relationships. Therefore, when using an SNS 
such as Facebook (the medium involved in this 
study), self-efficacy seems to play a more 
important role in bonding social relationships 
than in bridging social relationships. Users with a 
strong capacity for adopting new technology seek 
to form bonding relationships within their 
homogenous groups. They also exhibit trust and 
participate with greater commitment to such 
social groups. 
Self-assertion plays a more critical role 
in bridging social relationships than in bonding 
social relationships where an SNS is involved. 
Users who are willing or eager to express their 
opinions about or share some knowledge about 
social issues sought to form bridging 
relationships with others through SNS use. Users 
with higher self-assertion tended to trust and feel 
intimacy with others when using an SNS than did 
users with lower self-assertion. 
Social-presence is closely related to 
both bridging and bonding social relationships 
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through SNS use. Users who felt warmth and a 
sense kinship with others when using an SNS 
sought to form both bridging and bonding 
relationships. Users with strong social-presence 
were more willing to trust others and more likely 
to feel intimacy with others than were users with 
lower social-presence.  
The study found a significant 
relationship between users’ self-esteem and 
bridging social relationships but did not find a 
corresponding relationship regarding self-esteem 
and bonding social relationships. The results of 
this study are similar to those of Steinfeld et al. 
[1]. People with lower self-esteem are more 
positively engaged with bridging social capital 
than were those in the higher self-esteem group 
[1]. This study also found that users with lower 
self-esteem are more engaged with bridging 
social relationships than with bonding social 
relationships. 
 Intensity of Facebook use plays a more 
important role in bonding social relationships 
than in bridging social relationships. Users who 
tend to use an SNS frequently, especially when it 
becomes part of their daily routines, showed a 
willingness to form bridging social relationships. 
Bridging social relationships are more 
closely related to social capital effects than are 
bonding social relationships. Both bridging and 
bonding social relationships mediated the 
relationship between self-systems and social 
capital effects. The stronger the bridging social 
relationship is the more effective is the social 
capital building. Users with strong bridging 
social relationships were more willing to trust 
others and participate in social organizations.  
 
Implications and limitations 
Facebook has become one of the most 
popular tools for social communication [53]. 
Several studies related to SNSs have been 
published. Steinfield et al. pointed out that 
previous studies in this area have not focused on 
how technology can support the ability or 
motivations a person has for exchanging social 
capital [6]. Although the present study deals with 
the relationship between Facebook users’ 
self-systems and social capital effects, individual 
differences among users, such as differences in 
personality or motivation, were not covered 
because individual difference variables play an 
influential role in determining how people 
respond to objects. SNSs have been developed by 
adding advanced features that recommend new 
connections to their users [54]. These advanced 
contents and tools help SNS users to connect 
more easily or to access to their extended 
networks through these sites. 
The results of this study have important 
implications. The study examined how Facebook 
users’ self-systems affect two types of social 
relationships and social capital effects. The 
findings should establish baseline information on 
the relationship between users’ self-systems and 
social capital by offering better understanding of 
such self-systems. The power of SNSs has 
already been established by previous studies, 
which have provided evidence that social change 
and new media user trends are driven by 
inter-relationships formed through SNS use and 
might be contributing to changes in interpersonal 
relationships, trust, and reciprocity. 
MacKinnon terms a new identity that is 
created by communication through computers a 
persona [55]. A persona is in effect an artificial 
being that is formed by language and behaviors 
practiced by Internet users online. The literature 
on such personas has identified three levels of 
self-expression: First there are ‘transparent 
figures,’ individuals who express themselves as 
they are. These are contrasted with ‘translucent 
figures,’ individuals who reveal themselves only 
partially. Finally, there are ‘opaque figures,’ 
individuals who do not reflect themselves 
accurately at all when using an SNS. These 
variations among SNS users reflect differential 
desires to acquire goods online that users 
perceive themselves to be unable to acquire 
offline as well as dissatisfaction with themselves 
offline, which they can mask when behaving 
online. Therefore, much more work is needed to 
fully understand how SNS users compare their 
real offline selves with the ideal or artificial 
selves they sometimes create online. Such work 
should then be extended to investigate the role 
these differences play in building social capital 
through SNSs. 
The limitations of this study include, for 
example, that fact that the study compared only 
five components of self-systems with social 
capital. Other external factors independent of 
self-systems should be examined to achieve a 
more comprehensive understanding of how SNS 
use affects bridging and bonding social 
relationships and social capital effects. For 
instance, a number of socio-cultural factors 
should be investigated. 
This study determined the feedback and 
needs of SNS users by conducting a survey of 
general SNS users in a rapidly changing new 
media environment. This is such a dynamic 
environment that its findings could be rendered 
obsolete rather quickly. Furthermore, the study 
has not examined social networking sites as 
marketing communication channels. Therefore, 
future studies and methods must be devised with 
which to measure marketing communication over 
new technology channels. In addition, SNSs 
should be understood and discussed in light of 
deeper user behavior and motivations as they 
relate to SNS outcomes in future studies. 
Moreover, media users’ perceptions of traditional 
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media should also be examined as functional 
aspects SNSs. 
Acknowledgement 
This work was supported by Kyonggi University 
Research Grant 2011 
 
References 
[1] Steinfield Charles, Ellison Nicole, Lampe 
Cliff. Online social network use, self-esteem, 
and social capital: A longitudinal analysis. 
Journal of Applied Developmental 
Psychology, 29 (6): 434-445, 2008. 
[2] Ellison Nicole, Steinfield Charles, Lampe 
Cliff. The benefits of Facebook “friends:” 
Social capital and college students' use of 
online social network sites. Journal of 
Computer-Mediated Communication, 12: 
1143−1168, 2007. 
[3] Pfeil Ulrike, Arjan Raj, Zaphiris Panayiotis. 
Age differences in online social networking 
– A study of user profiles and the social 
capital divide among teenagers and older 
users in MySpace. Computers in Human 
Behavior, 25: 643-654, 2009. 
[4] Valenzuela Sebastian, Park Namsu, Kee F 
Kerk. Is There Social Capital in a Social 
Network Site?: Facebook Use and College 
Students’ Life Satisfaction, Trust, and 
Participation1. Journal of 
Computer-Mediated Communication, 14(4): 
875-901, 2009. 
[5] Lin Nan. Building a Network Theory of 
Social Capital. Connections, 22(1): 
28-51,1999. 
[6] Steinfield Charles, Dimicco Joan, Ellison 
Nicole, Lampe Cliff. Bowling online: Social 
Networking and Social Capital within the 
Organization. On proceeding of C&T 2009 
Proceedings of the fourth international 
conference on Communities and 
technologies, New York, NY, 2009,ACM. 
[7] Donath Judith, boyd Danah. Public Displays 
of Connection. BT Technology Journal, 22 
(4): 71-82, 2004.  
[8] Putnam D Robert. Bowling Alone: The 
Collapse and Revival of American 
Community. Simon & Schuster, 2000. 
[9] Granovetter S Mark. The Strength of Weak 
Ties: A network theory revisited. 
Sociological Theory, 1: 201−233, 1982. 
[10] Shah V Dhavan, Kwak Nojin, Holbert R 
Lance. Connecting and Disconnecting With 
Civic Life: Patterns of Internet Use and the 
Production of Social Capital. Political 
Communication, 18: 141-162, 2001. 
[11] McLeod M Jack, Scheufele A Dietram, Moy 
Patrica. Community, communication and 
participation: The role of mass media and 
interpersonal discussion in local political 
participation. Political Communication, 16: 
315-336, 1999. 
[12] Beaudoin E Chris, Thorson Esther. Social 
capital in rural and urban communities: 
testing differences in media effects and 
models. Journalism & Mass 
Communication Quarterly, 81:378–399, 
2004. 
[13] Kleine E Robert, Kleine S Susan, Kernan B 
Jerome. Mundane Consumption and the 
Self: A Social-Identity Perspective, Journal 
of Consumer Psychology, 2(3): 209-235, 
1993. 
[14] Epstein Seymour. The Stability of Behavior; 
Implications for Psychological Research, 
American Psychologist, 35(9): 790-806, 
1980. 
[15] DuBois David, Tevendale D Heather, 
Burk-Braxton Carol, Swenson P Lance, 
Hardesty  L Jennifer. Self-system influences 
during early adolescence: Investigation of 
an integrative model. Journal of Early 
Adolescence, 20(1): 12-43, 2000. 
[16] Harter Susan. The Construction of the Self: 
A Developmental Perspective. New York: 
Guilford Press, 1999. 
[17] Higgins T Eitam. Development of 
self-regulatory and self-evaluative processes: 
Costs, benefits, and tradeoffs. In M. R. 
Gunnar & L. A. Sroufe (Eds.), Self 
processes and development: The Minnesota 
Symposia on Child Development, Vol. 23 
(pp. 125-166). Hillsdale, NJ: Erlbaum, 
1991. 
[18] Staples D Sandy, Hulland S John, Higgins A 
Cristopher. A Self-Efficacy Theory 
Explanation for the Management of Remote 
Workers in Virtual Organizations. Journal of 
Computer-Mediated Communication, 3(4), 
1998. Retrieved July 22, 2011 from: 
http://www.ascusc.org/jcmc/vol3/issue4/sta
ples.html 
[19] Alberti E Robert and Emmons L Micheal. 
Your Perfect Right: A Guide to Assertive 
Behavior. San Luis Obispo: Impact 
Publisher, 1978. 
[20] Bolton Robert. People Skills: How to Assert 
Yourself, Listen to others, and Resolve 
Conflicts. Woodinville, Washington: PL 
Publishers,1983. 
[21] Dunlap  C Joanna, Lowenthal R Patrick. 
Tweeting the night away: Using Twitter to 
enhance social presence. Journal of 
Information Systems Education, 20(2). 
129-136, 2009.  
[22] Battle James. Relationship between 
Self-Esteem and Depression. Psychological 
Reports, 42: 745–746,1978.  
[23] Deusinger Ingrid. Die Frankfurter 
Selbstkonzeptskalen, Hogrefe, 
238
Chang-Hyun Jin 
 
The 11th International Conference on Electronic Business, Bangkok, Thailand, Nov. 29 – Dec. 2, 2011. 
Göttingen,1986. 
[24] Bandura Albert. Self-efficacy: Toward a 
unifying theory of behavioral change. 
Psychological Reports, 84: 191–215, 1997.  
[25] Hill Thomas, Smith D Nancy, & Mann F 
Millard. Role of efficacy expectations in 
predicting the decision to use advanced 
technologies. Journal of Applied 
Psychology, 72: 307–314.1987. 
[26] Garrison D Randy, Anderson Terry, & 
Archer, Walter.  Critical Inquiry in a 
Text-based Environment: Computer 
conferencing in higher education. Internet 
and Higher Education 2(2-3), 87-105.2000. 
[27] Wolpe Joseph. Psychotherapy by Reciprocal 
Inhibition. Stanford, CA: Stanford 
University Press, 1958. 
[28] Davis D Fred. Perceived usefulness, 
perceived ease of use, and user acceptance 
of information technology. MIS Quarterly, 
13: 319–340, 1989. 
[29] Straub T Evan. Understanding Technology 
Adoption: Theory and Future Directions for 
Informal Learning. Review of Educational 
Research, 79(2): 625–649, 2009. 
[30] Wolpe Joseph, Lazarus A Arnold. Behavior 
Therapy Techniques. Pergamon Press, New 
York, 1966. 
[31] Sprecher Susan, Hendrick Susan. 
Self-disclosure in Intimate Relationships: 
Associations with Individual and 
Relationship Characteristics over time. 
Journal of Social & Clinical Psychology, 23: 
857-877, 2004.  
[32] Derlega L Valerian, Metts Sandra, Petronio 
Snadra, Margulis T Stephen. Self-disclosure. 
Newbury Park, CA: Sage, 1993.  
[33] Short A John, Williams Ederyn, Christie 
Bruce. The Social Psychology or 
Telecommunications. London: Wiley, 1976. 
[34] Rice E Ronald. Media Appropriateness: 
Using social presence theory to compare 
traditional and new organization media. 
Human communication research, 19(4): 
451-484, 1993. 
[35] Stevens Vance. Trial by Twitter: The Rise 
and Slide of the Year’s Most Viral 
Microblogging Platform. TESL-EJ: 
Teaching English as a Second or Foreign 
Language, 12(1), 2008. Retrieved July 13, 
2011, from 
http://prosites-vstevens.homestead.com/file
s/efi/papers/tesl-ej/08june/twitter.htm 
[36] Williams Ederyn. Experimental 
Comparisons of face- to- face and mediated 
communication: a review, Psychological 
Bulletin, 84(5): 963-976,1977. 
[37] Gefen David, Straub  Detmar. Consumer 
Trust in B2C e-commerce and the 
Importance of Social Presence: Experiments 
in e-products and e-services, Omega, 32(6): 
407-424, 2004. 
[38] Bagley Chris, Bolitho  Floyd, Bertrand 
Lome. Norms and Construct Validity of the 
Rosenberg Self-esteem scale in Canadian 
High school populations: Implications for 
counseling. Canadian Journal of counseling, 
31(1): 82-92, 1997. 
[39] Young Loretta, Bagley Chris. Self-Esteem, 
Self-Concept and the Development of Black 
Identity: a Theoretical Overview, 1982 In G. 
Verma & C. Bagley (Eds.) Self-concept, 
achievement and multicultural education 
(41-59). London: MacMillan. 
[40] Middleton A Catherine and Leith Jordan. 
Intensity of Internet Use in Canada: 
Exploring Canadians’ Engagement with the 
Internet. Paper presented at the Statistics 
Canada Socio-economic Conference, 
Ottawa. May 20, 2007.  
[41] Durden D Emily, Hill D Terrence, Angel j 
Ronald. Social Demands, Social Supports, 
and Psychological Distress among 
Low-Income Women. Journal of Social and 
Personal Relationships, 24: 343-361, 2007. 
[42] Pempek A Tiffany, Yermolayeva A 
Yevdokiya, Calvert L Sandra. College 
students’ social networking experiences 
on Facebook. Journal of Applied 
Developmental Psychology, 30, 227-238, 
2009.  
[43] Boyd M Danah, Ellison b Nicole. Social 
network sites: Definition, history, and 
scholarship. Journal of Computer-Mediated 
Communication, 13 (1): 210-230, 2007. 
[44] Coyle Cheryl, Vaughn Heather. Social 
Networking: Communication Revolution or 
Evolution? Bell Labs Technical Journal, 
13(2): 13-18, 2008. 
[45] Trusov Michael, Randolph E Bucklin, 
Pauwels Koen. Effects of Word-of-Mouth 
versus Traditional Marketing: Findings from 
an Internet Social Networking Site. Journal 
of Marketing, 73 (September): 90-102, 
2009.  
[46] Putnam D Robert. The Prosperous 
Community: Social Capital and Public Life. 
The American Prospect, 4, 1993. 
[47] Wellman Barry, Haase  Anabel Quan, Witte 
James, Hampton Keith. Does the internet 
increase, decrease, or supplement social 
capital? Social networks, participation, and 
community commitment. American 
Behavioral Scientist,45(3): 436-456. 2001. 
[48] Hair  F Joseph, Anderson E Rolph, Tatham L 
Ronald, Black C William. Multivariate Data 
Analysis. EnglewoodCliffs, NJ, 
Prentice-Hall, 1998. 
[49] Bagozzi P Richard, YouJae Yi(1988). On the 
239
Chang-Hyun Jin 
 
The 11th International Conference on Electronic Business, Bangkok, Thailand, Nov. 29 – Dec. 2, 2011. 
Evaluation of Structural Equation Models. 
Journal of the Academy of Marketing 
Science, 16(1), 74-94,1988. 
[50] Fornell Clares, Larker David. Evaluating 
Structural Equation Models with 
Unobservable Variables and Measurement 
Errors, Journal of Marketing Research,18 
(February),39-50, 1981. 
[51] Nunnally C Jum. Psychometric Theory, 
NewYork: McGraw-Hill. 
[52] Sujan Harish, Weitz A Barton, Kumar 
Nirmalya. Learning Orientation, Working 
Smart, and Effective Selling’, Journal of 
Marketing,58(July): 39-52, 1994. 
[53] Ross, Craig, Emily S. Orr, Mia Sisic, Jaime 
M. Arseneault, Mary G. Simmering, Robert 
Orr. Personality and motivations associated 
with Facebook use. Computers in Human 
Behavior, 25: 578–586, 2009. 
[54] Chen Jilin, Geyer Werner, Dugan Casey, 
Muller Michael, Guy Ido. Make new friends, 
but keep the old: Recommending people on 
social networking sites. In CHI2009, 
(Boston, MA, 2009), 201-210, 2009.  
[55] MacKinnon R Craig. Searching for the 
Leviathan in Usenet. In CyberSociety: 
Computer-Mediated Communication and 
Community, S. Jones. (ed.), Thousand Oaks, 
Calif: Sage Publications,1995.  
 
240
